The present study was formulated in order to evaluate various aspects (activities) of green marketing in 4&5 stars hotels in Alexandria. This study begun from October 2014 till February 2015, A prospective study was carried out to collect data from mangers, guests and chefs of (n=9) four star hotel and (n=6) five star hotels in Alexandria. The inclusion of environmental attributes into marketing activities as a part of environmental management system (Ems) was described; the results encourage the green marketing in hotels. We recommended that the government should institute rewards and tax benefits to advance the entrenchment of green practices in the hotel sector in Egypt especially in Alexandria city.
Introduction
Green marketing can be defined as the management process responsible for identifying anticipating and satisfying the requirements of customers and society in a profitable and sustainable way .Hospitality industry all over the world has been increasingly getting worried about environmental issues. It has been specified that 75% of environment pollution caused by hotel industry was from over consuming energy, water and materials. The waste water, fume, and materials discharged during the operation would cause negative impacts on our environment. Therefore, without appropriate design and strategy, environment would be subjected to unwanted effects. The notion of environment protection and energy saving can induce green management into hotel facility construction (1) .
If hotel industry can adopt operation of the idea of green management, it can benefit environmental and ecological protection and diminish hotel operation cost. Furthermore, green marketing can appeal consumers who are in support of the identical idea, too. (2) Some researches tried to underline how important is for a hotel to develop sustainable eco-marketing strategy, called green star hotel practices. These are environmental concerns, perceived customer effectiveness, and environmental friendly tourism behaviors (4) .
Global sustainable tourism council (GSTC) has 37 criteria's, based on an environment management system, e.g. water management, energy management, waste management, guest information kitchen (food and beverages), housekeeping, garden and beach area, interior and exterior appearance, organized around four main themes as effective sustainability planning, maximizing social and economic benefits to the local community, enhancing cultural heritage and reducing negative impacts on the environment. (7) The marketing of a hotel as "green" or "sustainable" has emerged in recent years an important constituent of the promotion arsenal used by the lodging industry. The reason is simple. Both business and leisure travelers are increasingly looking for places that protect the environment as well as the health of guests. In addition, many meetings and convention planners now function under orders that call for, the selection of only those facilities that are sustainable. As a result, many different methods to promote sustainability have arisen. (8) 
Environmental management system
The inclusion of environmental attributes into marketing activities has been discussed in a number of academic works in journals, governmental bodies, and in the popular press, it would appear that firms have taken a diverse range of approaches to using green marketing activities. Firms have undertaken green activities for various reasons. In some cases, firms have embraced environmental issues because they have recognized that they have a duty to behave responsibly. Many firms that have involved inorganic food production do so because of an emotive concern for environmental issues. (9) An Environmental Management System (EMS) is a structured system designed to help organizations manage their environmental influences and improve environmental performance caused by their products, services and activities. The system requires the following steps to be completed: development of an environmental policy that reflects the organization's environmental commitments; appointment of a person (s) responsible for its coordination; identification of how the organization can interact with the environment and its actual and potential environmental impacts; identification of how the organization is committed to legal and other requirements relevant to environmental aspects; establishment of environmental objectives and targets, programs in which to achieve them; monitoring and measurement of the progress to achieve environmental objectives and targets; reviewing the system and environmental performance and continuous improvement of the organization's environmental performance (10) .
So the aim of this study was: 1-To expose green marketing activities (attributes) of 4 and 5 star hotels in Alexandria, from the viewpoints of managers, guests, and chefs; 2-To evaluate the personal and organizational environmental behavior of green marketing managers in 4 & 5 star hotels in Alexandria.
Methodology
This study begun from October 2014 till February 2015, data collected were from mangers, guests and chefs :( n=9). From four star hotel and (n=6) from five star hotels in Alexandria. The survey methods used a self-administrated questionnaire which was distributed to a total sample of (n=335): managers (n=15), guests (n=272), Chefs (n=28) and marketing managers (15) . Five questionnaires were incomplete thus (330) were used for statistical analysis.
Two types of questionnaires were used -The first questionnaire was designed to examine green marketing activities (attributed) from the viewpoints of managers, guests and chefs, it was divided into three parts -The second questionnaire was designed to evaluate the personal and organizational behavior of green marketing on marketing managers in 4&5 star hotels in Alex; it was divided into three parts.
Statistical analysis of the data:
The gathered data was analyzed using IBM SPSS V.20. Is hotel using double-glass windows in the 2 22.2 7 77. 8 Green activity (increasing the air quality in hotels). Are armchairs, beds and carpets are being cleaned by expert cleaning companies periodically to clean mites and allergens 
RESULTS
60.0 - - - - 201 -300 4 26.7 - - - - 301 -400 0 0.0 - - - - Above 400 2 13.3 - - - - Number of employees 50 -100 1 6.7 - - - - 101 -150 7 46.7 - - - - 151 -200 2 13.3 - - - - 201 -250 3 20.0 - - - - Above 250 2 13.3 - - - -
DISCUSSION
This study was done to identify green marketing activities of four and five star hotels in Alexandria and to evaluate the dimensions of personal and organizational (marketing managers) environmental behavior.
All hotels use waterless urinals while 22.2% of 4 star hotel and 50% of five star hotels, have some small cards on the towels "will be used again", so they don't use disposable towels in rooms but after using by the guest they are cleaned with high-tech washing technologies and used again; if guests request to change their towels and bed sheet they should put them on the floor. This is an important activity to avoid unnecessary water utilization. 11.1% of 4 star hotel and 50% of 5 star hotels have photocell tap systems also in kitchens. to save water. Regarding energy management activities, about half of 4 star hotels and 16.7% of 5 star hotels use energy saving lighting in lobbies, rooms, open areas, offices, kitchens and laundry. Most of the hotels benefit from the sun light in restaurants and lobbies thereby reduce lighting expenditures. 22.2% of 4 star hotels and 33.3% of 5 star hotels have a double glass window system that allows control heat leak. 66.7% of 4 star hotels and 33.3% of 5 star hotels are using integrated office equipment such as printer, scanner, copy and fax, all in one device, so they don't consume energy separately (Table2).
Regarding increasing the air quality in hotels (Table2). Most hotels of the both 4 and 5 star clean armchairs, bed and carpets from mites and allergens by expert cleaning companies periodically and use environmental friendly paints and walls papers in rooms and lobbies.
All hotels assign smoking area and rooms, also smoking is not allowed for personnel within the work hours (11) .
The results further show the distribution of hotels according to waste management and recycling subject; only 22.2% of 4 star hotels and 33.3% of 5 star hotels place recycling-bins in open area and guests can reach them easily. The lowest percentage 11.1% in 4 star hotels only has recycling-bins in rooms or offices.
Reducing paper usage is one of the most important subjects in waste management (Table3). 55.6% of 4 star hotels and 16.7% of 5 star hotels let guests to do their check in and checkout via on -line. The highest percentage 88.9% of 4 star hotels and 83.3% of 5 star hotels use soaps and foams and reusable table clothes.
The highest percentage, 91.7% of chefs in 4 star hotels and 100% of chefs in 5 star hotels collect hotel's kitchen waste oil and sell it to companies producing biodiesel and other waste-oil products. Also the majority of them (75% and 68% respectively) use energy-saving bulbs (Table4).
The use of energy saving light bulbs in the sleeping area of the room, and of key cards that turn power to the room on and off was of the highest mean of all the attributes (M= 4.40, 4.32) respectively. This sends a message to hoteliers and hotel developers that guests will accept such attributes in the hotel room. The lowest mean score was for the use of low flow shower heads in the room followed by sheets changed only if requested for stays up to three nights. (M=3.05, 3.32respectively). The three attributes that seemed to raise some doubt were the use of refillable shampoo and soap dispensers, as well as the use of the low flow shower heads dispensers (12) (Table5) .
Table (6) shows that most strongly agreed responses (73.3%) were to the statement, humans were meet to rule the rest of nature, where (M= 4.60), also the most strongly agreed responses (66.7%) were to the statement: " the balance of nature is strong enough to cope with the impacts of modern industrial nations", (M= 4.67), also both the statements, "we are approaching the limit of the number of people the earth can support" and " human ingenuity will ensure that we don't make the earth unlivable", showed 46.7% (M= 4.40), 46.7% (M= 4.27) respectively..
In practice, personal environmental behavior did not explain a portion of the overall variance in marketing decisions on behalf of the environment. This contradicts the findings from developed countries, where environmental champions and personal leadership are pointed to as crucial to environmental engagement (13) , particularly in management where the range of pro-environment action available is greater, and many lead to eco-savings with minimal investments-yet green marketing action require company consensus (14) .
